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A Taxonomy of SME E-Commerce Platforms Derived
from a Market-Level Analysis
Christopher P. Holland, and Manuela Gutiérrez-Leefmans
ABSTRACT: Small and medium-size enterprises (SMEs) constitute a large and important
sector of the U.S. and U.K. economies and e-commerce platforms have evolved that are
designed specifically to help small business owners and entrepreneurs. Despite the popularity
and importance of these digital platforms, there is a paucity of research in this area. This
article contributes to theory by being the first study to map out the competitive landscape of
SME e-commerce platforms in two markets using a theoretical framework and analysis that is
based on business model and strategic group theories. In total, 144 platforms were analyzed
using an online panel data methodology, which identified 32 leading SME e-commerce
platforms in the UK and United States. These leading platforms were analyzed at the market
level using cluster analysis based on strategic group theory and website content analysis. A
taxonomy is proposed based on theoretical constructs derived from business model theory:
value proposition, Web 2.0 sophistication, and revenue model. Five distinctive strategic
groups are identified: information laggards, basic networking, advanced networking,
advanced networking mature, and social media markets. The study further outlines manage-
rial implications for SMEs, SME e-commerce platform providers, and external sponsors of the
platforms—predominantly government organizations and banks.
KEY WORDS AND PHRASES: business model theory, cluster analysis, e-commerce
platforms, SME, strategic group theory, taxonomy, Web 2.0.
The United States has approximately 28 million small and medium-size
enterprises (SMEs) and they represent 99.7 percent of employer firms
[33, 115], which makes it the world’s largest community of SMEs. The
United Kingdom (UK) is also a leading SME economy together with
France, Germany, Italy, and Sweden [127]. The UK has approximately
5.2 million SMEs [113]. SMEs form an important sector of the economy
because of their role in encouraging economic growth and innovation.
An important problem facing SMEs is their need for information and
advice on a range of business topics including how to set up a company,
deal with legal issues, carry out sales and marketing successfully, and
use technology effectively. Various digital platforms have emerged in
both countries that provide business information, and also support
information and knowledge exchange between SMEs. These platforms
are important because they can potentially stimulate the formation of
new businesses and improve the probability of survival and success of
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SMEs [31, 137]. Both the United States and the UK are highly advanced
countries in terms of technology infrastructure and Internet access is 87.4
percent in the United States and 91.6 percent in the UK [127].
Web 2.0 technology and social media are integral features of these SME
digital platforms. There are three main streams of research into Web 2.0 and
socialmedia. The first and largest area of research is on consumer-focused use of
social media applications, for example, Facebook, Twitter, and Weibo [38, 77],
including consumer-to-consumer (C2C) and business-to-consumer (B2C) inter-
actions via social media. This includes research on SME adoption and use of
social media, which focuses on SME-to-consumer contexts [62, 101]. The second
area is the use of social media within large organizations [84], which are often
referred to as Enterprise 2.0 platforms. It is clear that the implementation ofWeb
2.0 in global companies has significant implications for organizational design
and the functioning of organizations; see, for example, CISCO’s Enterprise 2.0
strategy [108]. A third research area is the use of Web 2.0 and social media
designed specifically for use among SMEs [86], which is the focus of this study,
and referred to as “SME e-commerce platforms.” The purpose of SME e-com-
merce platforms in this last research stream is to enable SMEs to share informa-
tion that is of direct relevance to small business owners and entrepreneurs, and
to facilitate networking and sales between SMEs. Based on the definition of
e-commerce as the sharing of business information, maintaining of business
relationships, and conducting of business transactions by digital means over
telecommunications networks [143], the authors term these social media sys-
tems as “SME e-commerce platforms” and define them as:
The use ofWeb 2.0 technologies and social media designed specifically to
support SMEs in the formation, development, and management of
commercial and social relationships with each other, with their economic
partners, and with their SME customers for the purposes of information
dissemination and sharing, knowledge creation, networking, and sales.
SME e-commerce platforms are different from social media platforms such as
Facebook and eBay, because SME e-commerce platforms are designed spe-
cifically for SME owners, managers, and entrepreneurs. Although both SMEs
and consumers use Facebook and eBay, the SMEs use these types of con-
sumer-focused platforms principally for promotional and sales purposes.
The high number and technical variety of SME e-commerce platforms
that exist in countries such as the United States and UK make them an
interesting and commercially important phenomenon to study. Research
on platform industry architectures stresses the importance of market
analysis because competition is an important element of business model
success [58, 59]. Previous empirical research on business model competi-
tion [15] has generally considered a small number of competitors. This is
particularly true of research on SME e-commerce platforms, which ana-
lyze three [40] and two platforms [74]. A market-level analysis, by con-
trast, involves analyzing a large number of competitors in a single
national market, which is an innovative way of evaluating e-commerce
platforms and their business models. A market-level analysis is useful
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because it gives academics and managers an overview of a new and
quickly changing set of competitors, whose size distribution and strategic
positioning are largely unknown. In this study, hundreds of competing
SME e-commerce platforms in two separate markets (the United States
and the UK) are analyzed using a synthesis of large-scale online panel
data and detailed evaluation of individual websites.
Prima facie there is a paucity of market-level studies of e-commerce plat-
forms. Strategic group theory is an important method of analyzing competition
in order to understand the nature and structure of the competitive landscape in
a market [44, 70, 102]. To apply strategic group theory, the e-commerce plat-
forms are conceptualized as competing business models. The combination of
strategic group theory and business model analysis of individual platforms is
therefore an interesting and relevant approach to improving our understanding
of the phenomenon of SME e-commerce platforms.
This article investigates two research questions:
1. How can business model and strategic group theories be applied to
market-level analyses of the competitive landscape of competing
SME e-commerce platforms?
2. What is a taxonomic model of SME e-commerce platforms based on
strategic groups of platforms with similar business model
characteristics?
Literature Review
Electronic Markets and Interorganizational Systems
Digital platforms began as electronic marketplaces [20], such as Covisint,
which is a B2B marketplace in the automotive industry, and eBay, which is
primarily intended to be a consumer-focused marketplace enabling C2C and
B2C transactions, although it also supports B2B transactions. These market-
places matched buyers and sellers, facilitated the exchange of information,
goods, services, and payments associated with market transactions, and
provided an institutional infrastructure [9]. The literature on electronic mar-
kets is diverse and has covered the adoption, governance, design, success,
and economic impact of the marketplace [83, 96, 123]. Recent studies have
also started to use different theoretical approaches such as a strategic cap-
ability approach to investigate performance [136].
Electronic markets can remove many of the competitive advantages of
larger companies and provide opportunities for smaller enterprises [137]
with cost-effective means to explore new markets, improve communica-
tions, and identify suppliers. Previous research related to small compa-
nies has looked at the benefits and barriers of SME participation in
electronic markets [122], explored factors that affect buyer–supplier rela-
tionships of SMEs in marketplaces [68], and analyzed the adoption and
failure of electronic markets by SMEs [124]. In a study of regional
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electronic marketplaces (REMs) used to promote the adoption of e-com-
merce by SMEs [41], it was found that the significant factors affecting the
success of government-supported SME-REMs were: SME-owner innova-
tiveness, REM ownership structure, and governance that engenders trust
and builds critical mass. In an analysis of failure of nonperforming B2B
exchanges aimed at all sizes of companies, the importance of innovation
and governance was also identified [29]. Other research found that the
number of studies on electronic marketplaces and SMEs is very limited
and that most of this literature focuses on transactions and efficiency
rather than information sharing, knowledge sharing, and community
development [135], which are all important features of SME e-commerce
platforms. Examples of recent studies that look specifically at SMEs and
electronic marketplaces are the design of electronic markets for compe-
titive advantage [109] and the use of SMEs as service providers [27].
The interorganizational system (IOS) literature also addresses infor-
mation exchange among SMEs. The examination of knowledge acquisi-
tion within SMEs through engagement in an online network found that
trust in online communities is demand-led [74]. That is, this study
revealed that an online learning network or community developed better
when SMEs could engage on their own terms with their information
providers in an active communication process, rather than being passive
recipients of information. A “digital enterprise community” enabled by
one or more intermediaries to form an e-cluster was an important result
[14, 74], and this research predicted that the formation of such commu-
nities was likely in the SME sector. Among the reasons for belonging to
a community was that a community is neither a hierarchical nor a
market form, and combines elements of competition with cooperation
[53]. It therefore makes the networking facilitated by the community an
attractive proposition to SMEs.
The need for information exchange is common because knowledge is
distributed across many organizations, and firms recognize an increasing
requirement to collaborate with other firms [137]. The authors of research
on new forms of collaborations between SMEs [14] refer to “an e-business
application, promoted by a trusted third party, which engages a signifi-
cant number of SMEs by addressing an important shared business concern
within an aggregation.” The work of Brown and Lockett [14, 75] is
relevant because it highlights the digital divide between large companies
and SMEs, which is evident in the widely differing rates of e-business
adoption. A very important contribution of Lockett and Brown’s work is
the consideration of these communities as a new type of IOS and a new
business model. That is, they identify and view nascent digital platforms
for SMEs as business models [14]. The importance of cross-industry inno-
vation and knowledge-sharing among SMEs for economic sustainability
via regional electronic marketplaces has also been identified in other
studies [40, 41]. The crucial development since the early research into
this area [74, 122, 137] is the rapid development of Web 2.0 technology
and social media.
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SME E-Commerce Platforms and Web 2.0 Technology
Web 2.0 is the ideological and technological foundation that introduced the
concepts of interactivity and user-generated content (UGC) [65]. Web 2.0
technologies include blogs, discussion forums, social bookmarks, wikis,
media sharing, reviews, and social networking [84, 134]. Social media web-
sites employ web-based technologies to create highly interactive platforms
via which individuals and communities share, co-create, discuss, and modify
UGC [66]. The social aspect of these platforms has also changed the way in
which organizations communicate. E-commerce platforms specifically
designed only for SMEs, such as those discussed in the previous section,
can include social media tools that combine elements of information and
knowledge sharing, community development, networking, and sales
activities.
Research on Web 2.0 can be grouped into three streams: (1) consumer-
focused platforms such as Facebook, eBay, and Weibo; (2) Enterprise 2.0,
which is typically the use of Web 2.0 by large organizations; and (3) the
relatively underresearched area of SME e-commerce platforms. A brief over-
view of each stream is provided next to justify the focus of this study on the
third stream.
The first stream comprises the largest amount of research and is the use of
Web 2.0 for social networking [18, 65, 78]. Research on the use of social
media by SMEs that focuses on consumer-focused platforms has addressed
SME performance [39], social media competency [13], adoption [34], and
innovation [73].
The second stream comprises a growing body of research, but is not as
extensive as the first stream—for example, the business use of such technol-
ogy to support the functioning of an enterprise [69] and use of the term
“Enterprise 2.0” to refer to the use of platforms within organizations [23, 84].
Enterprise 2.0 has typically been used to describe the use of Web 2.0 and
social media within large organizations although there have been some
recent studies on the use of Web 2.0 to support internal business processes
in small companies [85]. Enterprise 2.0 systems, in common with earlier
enterprise resource planning (ERP) systems, are now starting to extend into
the supply chain. A study of the adoption of enterprise social networking
[131] analyzed six generic categories of applications: information dissemina-
tion, communication, collaboration and innovation, knowledge manage-
ment, management activities and problem solving, and training and
learning. In addition, there are open organizational platforms, which extend
to include other actors within the value chain of the organization [5].
The third stream of Web 2.0 research is the emergence of platforms that
are specifically designed and targeted at SME users. These SME social media
platforms are different from consumer-focused social media (e.g., Facebook,
eBay) and Enterprise 2.0, because SME social media platforms provide
information content and advice specifically designed for small companies
and offer functionality that helps SMEs network with other SMEs. Studies
concerned with the use of Web 2.0 applications among SMEs have stressed
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information sharing and collaboration as part of their models [86]. However,
research on specialized SME platforms that use a combination of Web 2.0
applications is scarce, an example being the study of a single platform that
used multiple Web 2.0 applications [106]. This means there is a lack of
research examining multiple SME e-commerce platforms (where each plat-
form may include one or more Web 2.0 applications) to understand the value
they offer to SME users.
The limited research in this area suggests that the value proposition of an
SME e-commerce platform is based on the usefulness of its information, and
also the networking and sales functionality of its social media. Such plat-
forms can be viewed as a business model [14] and this is a logical way to
conceptualize SME e-commerce platforms incorporating social media, where
the purpose is to understand them as a holistic system of interrelated activ-
ities that encompass value proposition and the use of new social media
technology. We review business model theory, including the role of Web
2.0 and social media to develop the theoretical framework.
Theoretical Framework
Business Model Theory for Conceptualizing SME E-Commerce
Platforms
A business model can be defined as the rationale or logic of how an
organization creates, delivers, and captures value, and incorporates dif-
ferent facets of an organization’s activities [98]. The business model con-
cept in the information systems (IS) literature has also been concerned
with the adoption and strategic use of technology [142]. The seminal work
of Lockett and Brown [75] recognized the importance of technology inter-
mediaries when creating e-commerce business models as part of what
they defined as an “e-trust platform.” The research by these authors
emphasized the importance of a business model’s technology sophistica-
tion and innovation, and its value proposition and value creation poten-
tial. The importance of technology in the value proposition of a business
model is clearly recognized [74, 130]. Other research proposed a taxon-
omy of business models using value generation and network cooperation
as dimensions [141], which resulted in four types of models: communica-
tor, transaction facilitator, value chain coordinator, and collaboration
enabler. It can be seen that business model classifications have moved
from a transaction-based view to those more focused on grouping busi-
ness models according to the nature of collaboration.
Using these ideas, the theoretical framework for studying SME e-com-
merce platforms as business models is defined by three high-level constructs:
(1) the nature of the value proposition [74, 130]; (2) the degree of Web 2.0
sophistication [13, 65]; and (3) the business strategy [49, 98]. Table 1 and the
sections below summarize the relevant literature to support the theoretical
framework by providing a definition of each individual construct.
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Value Proposition
From a customer perspective, the most important element of the business model
is the value proposition [75]. That is, what is the purpose of the website for its
users? Value proposition is defined as the benefits customers can expect from
products and services [99]. It has also been defined as a product or service [33] or a
value offering [1, 45, 120]. The value proposition construct therefore defines the
purpose of the SME e-commerce platform in terms of why or for what purposes
SMEs will use the system.
Table 1. Theoretical Framework Elements
Value proposition Purpose of the SME e-commerce platform in terms of how SMEs will use the
system. Defined as a product or service [33], value offering [1, 45], or value
proposition [21, 99]. It can be:
● Information repositories and databases [138]
● Networking opportunities to share ideas and potentially create
new knowledge [57, 67]
● Sales systems such as electronic markets and trading systems [8,
105]
Web 2.0 sophistication Advanced or complex use of Web 2.0 technology in the website. Considered as
the platform for social media by allowing the exchange of user-generated
content (UGC) [65]. It refers to:
● User-generated content: presence of UGC, content made publicly
available through Internet created outside of professional practices
[134] and UGC intensity, such as low or high number of comments
in blog or forum
● Interactivity: presence of clickable images and interactive tools
such as polls and web chats, adapted from [46] presence of Web 2.0
technologies, such as blog, forum, social bookmarks, media shar-
ing, social networking, and reviews [6, 10, 85, 87, 111], and Web 2.0
intensity measured by the number of Web 2.0 technologies
● Additional technology: search technology, database technology,
matching technology, mobile responsive design, use of social
media such as Facebook, Twitter
Business strategy Defined as the business mission and basis for differentiation [48]. It means
performing different activities from rivals or performing similar activities in
different ways [104]. It refers to:
● Product-market scope [49]. Focused: addressed to a specific
industry or broad, directed to any SME.
● Revenue model [5] Advertising/sponsorship, subscription, sales,
transaction fee, and affiliate
Strategic groups Cluster or groups of firms, where each group consists of firms following similar
strategies in terms of the key dimension variables [44]. Useful to study intergroup
mobility as entry barriers to insulate not only firms from new entrants to the
industry but also firms moving from another strategic group [50]. They allow the
study of firms in a competitive context. Strategic groups on this research are
based on:
● Value proposition
● Web 2.0 technology sophistication
● Revenue model maturity, taking advertising as a common initial
revenue model, other revenue models and their combinations
inform the level of maturity
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There is a greater need for information integration in SMEs than in large
companies because SMEs lack the financial resources and business resilience
of large enterprises [11]. The volume of information exchanged through
social networks is increasing [3], and social networks are a natural area for
SMEs to focus their efforts to improve their information sharing and dis-
semination. Previous research suggests that acquaintances different from
those in one’s own organization can provide access to new knowledge and
ideas and extend the potential range of information available [57, 76, 81, 110].
Therefore, both the information available and the ability to network consti-
tute an interesting offer for SMEs looking to use a social media platform. In
addition, the role of online market facilitator is important, where sales
transactions can be managed within an agreed governance structure that
exploits technology to make the processes efficient.
Three separate categories of value proposition are proposed: information
(only); information and networking; and information, networking, and sales.
Table 2 outlines the different characteristics that define these categories of
value propositions of SME e-commerce platforms. The importance of these
three types of value proposition is emphasized by long-established websites
such as AMEX Open Forum. This platform originated as an information (only)
website, and then evolved in its use of technology and networking function-
alities to include information and networking. The platform then further
evolved to include sales functionality. It is likely that SME members also
evolved along with the platform [94]. New members of an advanced
Table 2. Value Propositions of SME E-Commerce Platforms.
Value proposition Characteristics of website
Information There is content on a range of topical issues that are important to SMEs, including
marketing, legal issues, strategy, finance, and use of technology. In addition, there
is advice to help entrepreneurs and SMEs survive and grow in the form of articles,
blogs, and videos. RSS feeds provide updates on information, and registered users
may receive a regular newsletter and access more personalized content. The
value proposition also includes templates for legal issues, rental agreements, sales
contracts, and negotiations with banks for loan agreements. There may also be
databases with the contact details of other SME companies and potential advisers
such as accountants, banks, and lawyers. Links to other useful websites for SMEs
and advertisements for professional services may also be offered.
Information and
networking
In addition to content, networking can take place through comments in blogs
where SME users start interacting. For websites with a social network, the
networking between SMEs is very clear as users can interact with each other and
share information and knowledge through a discussion forum. Websites with a
discussion forum facilitate SME networking through threads in specialized forums.
Some websites may also include a funding platform within the website that helps
SMEs to secure loans from financial institutions. Ratings and reviews are also
common features of networking functionality.
Information, networking,
and sales
In addition to content and networking functionalities, a sales functionality allows
SME users to conduct transactions within the platform from placing an order to
deliverying a product or service. This includes shopping carts, payment
technology, and order tracking.
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platform do not necessarily have to use all of its functionality immediately
and can instead choose to access the information content before using the
platform’s more sophisticated technology once they have gained experience
and confidence in using the platform [13, 94].
Sophistication of Web 2.0 Technology
Basic networking and discussion forums create the basis for more sophisti-
cated use of Web 2.0 and social media, and then social e-commerce [95] can
be added to the functionality of the website. A key variable to assess a
platform is therefore the degree of Web 2.0 technology sophistication—
because it provides insights into the scale of technology, investment may
be an indicator of the relationship between technology and usage, value
proposition, and revenue models.
Technology sophistication is important to understand because it is related to
firm performance [103]. The measurement of technology sophistication may
therefore indicate the impact of Web 2.0 technology on online success.
Technology sophistication can also influence organizational structure [25]. It is
therefore relevant to the study of SME e-commerce platforms’ business models.
For example, networking functionalities attract and retain users and this audi-
ence can generate more revenue streams. Debates on the creation of value from
technology [30] focus on information technology (IT) investment and returns,
and on the value derived from platforms such as ERP systems [107]. However,
in a network economy value is derived from plentitude, just as a fax machine’s
value increases as fax machines become ubiquitous [119], which generates a
network effect. Network effects are related to the increase in a product’s eco-
nomic utility due to the increase in the number of network users [117]. Themore
sophisticated a website’s Web 2.0 technology, the more SME users are attracted
to the website. This generates network effects and continues to attract more
users due to the number of users already on the platform.
Web 2.0 sophistication is therefore a key construct for business models.
Literature on business models has considered technology as a “resource”
element [1, 82, 125]. However, a more specific focus on technology is impor-
tant for the study of digital platforms. An important contribution is made by
referring to a business model that takes into account the capabilities of Web
2.0 such as collective intelligence, network effects, user-generated content,
and the possibility of self-improving systems to study the web information
services industry [17].
From previous work it is known that the technology and applications
available are important for technology sophistication [71]. Criteria for IT
sophistication have usually been related to hardware, software, and applica-
tions, which create interactivity on the website [109, 121]. Early research on
the Internet usually referred to features that enabled communication such as
e-mails. However, the interactive element was not emphasized until Web 2.0
technology was deployed. The interactivity of the platform is important as it
is related to customer satisfaction [140] and keeps users attracted to the
platform. Following these approaches, interactivity can be defined as the
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collection of different Web 2.0 applications and functionality offered by SME
e-commerce platforms. It is also important to consider separately the impor-
tance of user-generated content, which is an important feature of SME
e-commerce platforms [17, 65]. The role and importance of UGC has been
widely recognized [17, 55, 65, 134], and is defined as the presence of publicly
available website content that is created by individuals [134]. By definition,
discussion forums stimulate comments from users. In the case of blogs, even
when a professional contributor writes the blog, this may stimulate interest
and generate further content from users.
As well as interactivity technology and UGC, there are what can be termed
“additional technology” features such as search and database technology,
which make the website easier to use [4], and the external use of social media
technology. In an SME e-commerce platform, database technology refers to
technology that stores data such as contact details and SME location or enables
easy searching of particular topics. Matching technology refers to technology
that associates users in a platform according to the information they provide.
This includes collaboration platforms such as brokers and auctions [79]. For
example, a funding platform in an SME platformwould match an entrepreneur
with the investor interested in the business idea. Search technology is an
important part of the information value proposition because it is an informa-
tion-seeking system that makes it possible to conduct keyword queries [28].
These can be considered mainly Web 1.0 technologies. However, the relevance
of such basic technology is justifiable if one considers that a website may have
low UGC intensity but still have many visitors due to the significant content
provided by the platform. Therefore, the objective of considering such technol-
ogies is to provide a more integrated framework that informs us of technology
sophistication ranging from very basic websites to the most advanced ones.
Social media technology has been used mainly for customer interaction in
the sales, marketing, and support channels [64] and in a business model
context, it is an important element of Web 2.0 technology. The presence of
the website in major social media applications such as Facebook and Twitter
is therefore important and is counted as additional technology because it is
external to the platform—that is, it is not technology that the platform has
incorporated itself such as its own discussion forum. Mobile responsive
design is also included because it informs us of the overall sophistication
of the platform. It is an advanced feature that is only present in a small
number of sophisticated websites. Users are accessing websites with mobile
devices in the UK and the United States and mobile usage accounts for more
time spent on the Internet than desktops [139]. SMEs are particularly inter-
ested in using mobile technology because of their need to be agile and
responsive to competitive pressures and customer needs [80].
Business Strategy
Strategy has been defined broadly as a sequence of decisions that exhibit a
consistency over time [88] and also as a business mission and basis for
differentiation [48, 49] by performing activities different from those of rivals
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or performing similar activities in different ways to achieve competitive
advantage [104]. In an SME e-commerce platform context, important areas
for differentiation are product-market scope, the range of different revenue
models used, partnerships, and customer acquisition and retention strategies.
The product-market scope is part of the core strategy as defined by Hamel
and Prahalad [49] and it refers to the both the product and the sector the
product is aimed toward. SME e-commerce platforms are generally designed
for all types of small businesses and entrepreneurs, regardless of sector,
because all SMEs face a similar set of general business problems. However,
the literature on segmentation implies that an important strategy could be to
focus on a single SME-related market sector such as the building industry,
service businesses, or property management and renting.
Revenue models have been an important element of the business model
literature since its origin [61, 97, 98, 130]. A revenue model describes how a
firm earns revenue, generates profits, and produces a superior return on
invested capital [69]. There are five different e-commerce revenue models:
advertising, subscription, sales, transaction fee, and affiliate [69]. Companies
that are funded by large partners such as banks in exchange for advertising
space are classified as advertising revenue. This revenue model framework is
similar to other frameworks of revenue models, including advertising, sales
of syndicated content, subscription or rental of services, direct product or
service sales, and commission-based sales [16]. The relevance of information
content to generate revenue is highlighted in both of these definitions.
Partnerships are founded in order to create alliances, optimize the busi-
ness model, or reduce risks, and are vital to a firm’s survival. Earlier business
model theory refers to a network of partners [97] or to alliances and partner-
ships as part of a value chain or net [89, 100, 132]. The business model has
also been viewed as a representation of the underlying core logic and
strategic choices for creating and capturing value within a value network
[116]. The business model concept has also been described as an architecture
of a firm and its network of partners for creating, marketing, and delivering
value and relationship capital to one or several segments of customers in
order to generate profitable and sustainable revenue streams [33]. Strategic
partners are defined as the key partners in a value network [98]. This
literature suggests that partnerships are an important part of a company’s
strategy. Research has also emphasized the role of partnerships in business
model change, because changing the value chain position through the value
network with employees, suppliers, and customers, in addition to capabil-
ity/assets configuration, can lead to enterprise model innovation [42]. A
platform may find that through existing or new partnerships, new value
propositions can be developed and new sources of revenue can be generated.
Customer acquisition and retention strategies are particularly important
for SME social media platforms because the platform’s ability to attract and
retain SMEs has a direct influence on its overall ability to grow and generate
sales via the platform. It has been argued that customer acquisition and
retention are not independent processes because the development of custo-
mer-focused strategies based only on an analysis of existing customers
imposes the assumption that the customer-acquisition process does not
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influence the customer-retention process [128]. For example, a Facebook
campaign may be directed toward acquiring new customers, but it also
reinforces the brand and may encourage existing customers to remain with
the platform. Customer acquisition and retention strategies may include
e-services that firms use to develop relationships with customers, provide
customized communication, and thereby increase their likelihood of continu-
ing the relationship with the firm [114]. Other authors refer to customer
acquisition and retention in a more general way [89], for example, where
operational activities could facilitate an increase in sales. Another interesting
observation was that it is important to continue developing new value
propositions in order to maintain the interest and loyalty of existing custo-
mers [98].
Market-Level Analysis of SME E-Commerce Platforms Using
Strategic Group Theory
Although the importance of different units of analysis in business model
research has been recognized in the literature, further work needs to be
encouraged both at the firm and economy levels using the business model
lens [133]. Most empirical research on business models has considered indi-
vidual companies [61], and this is also true for the analysis of individual
e-commerce platforms [96, 130]. Although previous research has considered
more than one platform [40, 75], these have been limited to only a very small
number of platforms. There is thus a need for theory-building work and
empirical research that goes beyond case studies of single organizations and
individual or small groups of platforms that adopts a market unit of analysis
[32], which is much more comprehensive and includes all the platforms
within a particular market. A proposed theoretical framework of business
models that considers different units of analysis [52] is relevant here because
it recognizes that competition is an important aspect of research at the
market level of analysis. The importance of market analysis of platform
industry architectures has also been stressed in other studies [59]. The
theoretical framework for market-level analysis is outlined below.
Strategic groups come from the idea that an industry or market level can
be viewed as clusters or groups of firms, where each group consists of firms
following similar strategies in terms of key dimension variables [102]. The
term was developed by focusing on strategic differences among competitors
at the market level and the formation of groups according to asymmetry or
homogeneity of operations within the same business [56]. Firms within a
strategic group resemble one another closely, and are therefore likely to
respond in the same way to disturbances, to recognize their mutual depen-
dence quite closely, and to be able to anticipate each other’s reactions
accurately [102]. There are also important strategy implications for inter-
group differences. For example, this theory has been successfully used to
study intergroup mobility as an entry barrier that both insulates firms from
new entrants to the industry and insulates firms in a strategic group from
entry by members of another group [102].
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Strategic group analysis has been criticized because of conflicting results.
For example, some studies reported significant performance differences
between groups [24] while others did not [12]. It was argued that perfor-
mance differences between strategic groups existed because firms within one
strategic group created mobility barriers for firms belonging to other strate-
gic groups, which made imitation of strategy difficult [2]. An evaluation of
the benefits and limitations of strategic group analysis concluded that stra-
tegic group research continues to offer a valuable way to classify firms by
their strategy and to provide a robust theoretical taxonomy as a way to make
sense of and to map industry dynamics over time [70]. This makes it parti-
cularly suitable for the strategic analysis and taxonomy development of the
market of SME e-commerce platforms. Following Feigenbaum and Thomas
[37], strategic groups also act as reference points for predictions of future
strategies and for deriving industry group structures successfully. Strategic
group analysis can therefore be used to identify strategically similar compe-
titors and map the competitive landscape by identifying patterns and trends
in the market [44]. These strategy concepts are applied directly to the analy-
sis of the strategy dimensions of value proposition, degree of Web 2.0
technology sophistication, and business strategy, which are described in
the research model.
Research Model
The theoretical framework for this research is based on the literature review
of business model theory and related literature on electronic marketplaces
and IOSs. The resulting research model shown in Figure 1 comprises the
following constructs: (1) the nature of the value proposition; (2) the degree of
Web 2.0 technology sophistication; and (3) the business strategy.
Consistent with earlier approaches [82], the research model shows the
interaction between the constructs in order to make the business model
work. For example, a platform with high Web 2.0 sophistication can attract
more visitors, which makes the platform more attractive because the num-
bers of networking opportunities and potential sales to other SMEs increase.
In turn, the increase in the number of SME users may also increase the user-
generated content in the platform and can increase the value proposition of
the platform. These constructs are used to inform the strategic group theory,
which is used to analyze and map the SME e-commerce platforms into a
meaningful competitive landscape. In terms of the business strategy con-
struct, the elements of revenue model and product-market scope are useful
because they indicate the clear relationship between unique visitors and
sources of revenue and give insights into the market focus of the platforms.
Although the researchers recognize the importance of the value creation
process [59, 98, 142], the internal processes and mechanisms that create
value for stakeholders are beyond the scope of this study. Instead, a mar-
ket-level view was taken of all the competitors along with a detailed evalua-
tion of the strategic characteristics of the largest websites in terms of value
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proposition, Web 2.0 sophistication, product-market scope, and revenue
streams, which can be inferred from content analysis of the websites.
Methodology
The authors worked closely with one of the major UK banks that developed
a social media platform for its own SME customers in order to support and
nurture the development and growth of start-ups and existing SMEs. The
process of identifying relevant platforms was an iterative one, in which the
authors combined internal knowledge and research from the bank with
extensive online search. Websites were selected by doing a comprehensive
search to locate platforms offering information, advice, and tools for new
and/or established SMEs. Words such as advice, adviser, SME, entrepre-
neur, start-up, and network were used in the process. This resulted in a total
of 144 websites, 76 of which originated in the UK and 68 from the United
States. This procedure was followed until a data saturation point was
reached [43]. This approach has been used in similar studies of large
Value Proposition
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Figure 1. Research Model
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numbers of websites [19]. Based on our theoretical framework, in particular
the value proposition construct, those platforms that did not offer SME-
focused information, networking capabilities, or sales were discarded. The
websites that were excluded from the study were funding platforms, govern-
ment websites with general content, and websites that sold only software
packages for small businesses. The government websites that are included in
the study are those with in-depth information content in areas such as legal,
regulatory advice, taxes, fund-raising, and setting up a company (that is,
these are specialized websites designed specifically to offer information and
advice to SMEs and entrepreneurs), which falls within the remit of the
sample, even if its use of Web 2.0 was very rudimentary.
This procedure allowed the analysis and evaluation of a large number of
platforms that are different from consumer ones. The size of the SME e-com-
merce platform was measured by using online panel data from comScore, a
commercial provider of online digital intelligence. This data set enabled the
researchers to gain an objective measurement of website size based on the
number of unique visitors to each platform. The analysis and interpretation
of these data is a powerful analytical approach because it provides detailed
insights into the scale of the platforms and the calculation of SME e-com-
merce platform online penetration. It also enabled the researchers to give an
overview of the competitive landscape, and to focus their attention on the
content analysis and business model evaluation of the largest platforms. The
detailed mechanisms of how online panel data work are described below.
Online Panel Data
Online panel data consist of large numbers of users who are members of an
organized panel that is tracked electronically over time. Online panel data
from comScore are a type of “big data” that provide insights into how
customers use the Internet—for example, the number of unique visitors to
individual websites (i.e., the number of distinct individuals requesting pages
from the website during a month) and search patterns such as visiting across
multiple websites. In this case, the measure used refers to entrepreneurs or
SME owners, as they are the ones interested in the value propositions of SME
platforms. ComScore is an industry leading company in the provision of
online marketing intelligence [92]. It has a panel of approximately 2 million
users and global coverage, which facilitates the study of large samples [16].
ComScore does not rely on cookies, instead monitoring the actual behavior
of each computer in the sample with knowledge of the location of the
machine [22]. This gives comScore the strength to offer an accurate and
unbiased measurement of the size of the website’s audience.
Online panel data are based on actual behavior and the size of the
commercial online panel used means that it is a very reliable measure of
actual usage of websites, rather than stated usage from a survey. The pio-
neering use of panel data for marketing purposes was initiated to research
“conditional trend analysis” to examine consumer buying behavior of dif-
ferent products [19]. Modern panels of Internet users have been successfully
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used in studies on search behavior [60] and to measure the breadth of the
search process by the online consideration set [54]. The use of online panel
data in e-commerce research is clearly in its infancy based on the paucity of
published research. The relevance of online panel data to e-commerce and
digital marketing means that the potential for future research is significant.
Company size, in this case e-commerce platform size, constitutes the a
priori criterion used to define strategic groups [102]. In online markets, size is
defined by the number of unique visitors. An examination of the full range of
SME e-commerce platforms using online panel data reveals patterns of usage
and contributes to our understanding of the size of each website measured
by the number of users, from which the share of online visitors is calculated.
The sample can then be filtered by size to identify the most successful
platforms in attracting visitors. Note that although it is not certain that
every user is an SME user, it is reasonable to assume that most of the users
are SME owners, managers, and entrepreneurs, because the platform selec-
tion process described earlier identified those specifically designed for SME
owners, managers, and entrepreneurs. The other evidence to support this
assumption is the detailed user-generated content from SMEs and the sales
revenue models, where the products are only of interest to the SME
community.
Based on the share of unique visitors, three categories were identified:
significant (> 1 percent), negligible (0–1 percent), and zero (0 percent). The
distribution is highly skewed and just a few platforms attract most of the
visitors. It was clear that a high number of platforms have negligible or
almost zero use. Therefore, only 25 percent of the websites were considered
as significant and were the focus of the strategic group analysis. The detailed
data for the strategic group analysis was taken from January 2012 until
October 2014 and consists of 34 samples, each covering the use of the
websites within a single month time period. The data are based on separate
analyses of the U.S. and UK markets.
Web 2.0 Sophistication and Platform Content Analysis
To determine the Web 2.0 sophistication of the platforms, a categorization
was done based on three Web 2.0 elements: user-generated content, inter-
activity, and additional technology. UGC refers to content made publicly
available, created outside of professional practices [134]. A content analysis
of the blog and forum sections from 2013 and 2014 resulted in a low,
medium, or high amount of UGC in the website. Interactivity was assessed
based on the presence of clickable images [26, 46], and interactive tools such
as polls, web chats, and others such as tax calculations. The numbers of Web
2.0 technologies such as blogs, discussion forums, media sharing, wikis,
reviews, and social networks per website were also measured. Additional
technology refers to search, database, and matching technology within the
website and the presence of the platform in major social media applications
(i.e., Facebook, Twitter). Mobile responsive design is also part of this mea-
sure as it informs us of the sophistication of the website. The description of
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the detailed measurement framework for Web 2.0 sophistication is given in
Tables A1 and A2 and accompanying text in the online Appendix.
Cluster Analysis
The platforms were grouped using cluster analysis, according to Web 2.0
sophistication, value proposition, and revenue model maturity—these are
the most important elements of the theoretical framework. The objective was
to gain an overview of the market using the principal dimensions. Product-
market scope is included in the results but was not useful as a clustering
variable. Cluster analysis is a structure-discovering analytical method that
has been employed to detect homogeneous strategic groups [129] and it
provides a useful way to look at intergroup differences [118]. The structural
asymmetries of competitors within industries of known rivalry characteris-
tics can be replicated effectively using cluster analysis [63]. This type of
analysis is therefore very useful for the study of market structures. A com-
mon way of clustering is the two-step cluster analysis [90]. This method first
performs a hierarchical method to define the number of clusters and then
uses the k-means procedure to form the clusters. The hierarchical cluster
analysis is based on Euclidean distances, which allows hypotheses about
the appropriate number of clusters. To validate the number of clusters
several iterations can be made until one sees that there is a nonrandom
tendency for groupings [91]. Once the candidate numbers of clusters are
determined, a k-means cluster analysis searches for the best configuration
of the groups placing similar observations together forming a cluster.
Dendrograms, tree structures, are used to show the representation of the
clusters and are the basis for the strategic groups.
As strategic groups are formed it is possible to integrate differences of the
group member firms and their strategic choices into a set of patterns. The
empirical nature of cluster and strategic group analysis is commonly asso-
ciated with the generation of taxonomies [51, 63, 118]. While typologies are
developed conceptually, a taxonomy begins empirically with the goal of
classifying cases according to their measured similarity on observed vari-
ables [137]. That is, taxonomies are the result of inductive research [7].
Results
The SME E-Commerce Markets
ComScore tracks cross-visiting behavior across multiple websites Therefore,
if a user visits more than one of the SME e-commerce platforms, it is possible
to calculate the number of unique visitors to the whole set of websites,
without double or triple counting individual users who visit more than one
platform. Table 3 shows the SME platform penetration in each market based
on the total number of unique visitors to SME e-commerce platforms in each
market.
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It is based on the audience duplication report, which measures the total
number of unique visitors for a set of websites within a specific time period,
which in this study is one month. That is, it takes into account the fact that
many SME users will visit two or more of the platforms in the data sample.
The percentage of unique visitors as a proportion of SMEs within each
market is then calculated by dividing the unduplicated unique visitors by
the total number of SMEs in each market. This tells us the penetration of
SME e-commerce platforms in the United States and UK, which is an impor-
tant measure of overall usage within a market.
The overall size distribution of all of the UK SME e-commerce platforms is
shown in Figure 2. The variation in unique visitors to individual websites for
the 34 one-month samples was very low. For the purpose of measuring the
online performance of each platform, the data were therefore averaged over
the whole time period, which gave an average visitor count per month for
each platform.
Table 3. UK and U.S. Market Characteristics
Variable United Kingdom United States
Number of SMEs 5.2 M. 28.0 M.
SME users of social media platforms 1.0 M. 13.3 M.
SME social media platform penetration 19% 48%
Sources: Derived from comScore audience duplication report (2013), Business population estimates BIS, UK
(2013), and SBA (2014).
Notes: M. means Million
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There are three categories of websites: (1) significant websites that
attract more than a 1 percent share of unique visitors; (2) negligible
websites that attract some traffic but are relatively small; and (3) web-
sites that attract very little or zero use. Detailed content analysis of the
significant platforms evaluated the value proposition of each platform.
The significant-size platforms in both markets are shown in detail in
Figures 3 and 4. These companies are the focus of the business model
and strategic group analyses.
Business Model Analysis
The combination of the measurements of value proposition, Web 2.0 sophis-
tication, and revenue model yield important insights into the identification of
strategic groups. The different value propositions were categorized into
information only (score 1); information and networking (score 2); or informa-
tion, networking, and sales (score 3), where categories 1, 2, and 3 correspond
to each value proposition. In addition, all platforms were evaluated in terms
of Web 2.0 sophistication. Table 4 shows the detailed results for all SME e-
commerce platforms.
Almost all the websites adopt a broad-based scope—that is, they serve all
types of SMEs. Only two websites have a focused strategy. The first is
LandlordZone.co.uk, which is exclusively for landlords and property man-
agement agencies. Very successful, it is an example of how a focused strategy
has enabled it to dominate a specific market segment. The second website is
Onstartups.com, which is directed specifically at technology start-ups.
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Almost all platforms use an advertising revenue model. There is also
evidence of a subscription model but only on the smaller websites. A sub-
scription only model appears to be dated and SME users are now more
accustomed to free products or free trials that are supported by advertising
revenue models [126]. Nine websites have a sales revenue model. That is, in
addition to the electronic marketplaces that generate sales revenue from
transaction fees, some platforms sell products directly to their SME custo-
mers. For example, Smarta.com sells a business tool for SMEs that is very
successful, and Startups.co.uk facilitates fund-raising via crowd-funding,
and charges a transaction fee for arranging loans for each new project.
Both companies therefore have a sales revenue model in which transaction
fees are considered part of a sales revenue model.
From the analysis it can be seen that advertising is a common revenue
model for websites, regardless of value proposition and level of Web 2.0
sophistication. Some other patterns of revenue models are also worth noting.
Companies with a high level of Web 2.0 sophistication also have more than
one revenue model. The general pattern here is that platforms with a high
degree of Web 2.0 sophistication appear to be good at using technology to
manage content and communication, and are therefore able to exploit further
sources of revenue. An evolutionary pattern seems a good explanation
because most new websites start with an advertising revenue model and as
they grow and attract more users, they are able to invest in technology and
content. This in turn creates new sources of revenue such as subscriptions for
privileged access to specialized content, and sales revenue that exploits a
critical mass of visitors [47]. Further research, however, is required to look
into the mechanisms of how revenue models change and business models
evolve.
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Websites with a subscription-only revenue model have a low degree of
Web 2.0 sophistication. It is interesting to note that these organizations
existed before they established a website, when a subscription model from
members was used to fund their activities on behalf of a member group. This
pre-website revenue model was carried over when these organizations
moved online, whereby these companies exploited their existing database
of members to create an immediate online user base. However, the findings
suggest that they have failed to evolve and the emergence of new competi-
tors that creatively exploit Web 2.0 technology and offer free content is
threatening the online success of pre-website subscription organizations.
This conclusion is supported by our results, which show that subscription-
only websites are very small, despite having an initial advantage in the form
of a preexisting customer database. However, these organizations may
remain successful in their offline activities and further research is needed
to uncover their strategic rationale and objectives.
For the strategic group analysis, the companies were grouped into three
categories of revenue model maturity, based on the results shown in
Table 4. These are low (score = 1), medium (score range 2–3), and high
(score range 4–7).
Strategic Groups Based on Cluster Analysis
A two-step cluster analysis was performed based on Euclidean distances and
standardized values [129]. After several iterations the results were found to
be reliable and consistent. Figure 5 presents the dendrogram with the result-
ing strategic groups for the UK, which are mapped onto the taxonomy in
Figure 6. The U.S. strategic group results are shown in Figures 7 and 8.
The taxonomy derived from the strategic group analysis in the UK is as
follows:
SG 1—Information Laggards: There are four websites in this group and they
attract 12 percent of all visitors. They now look old-fashioned, although they
have some interactive features (e.g., clickable images, and presence on
Facebook and other major consumer platforms). However, they have failed
to make the transition to Web 2.0, or have simply elected to remain static
websites that offer a basic information service only. Nibusinessinfo.co.uk is
one of these websites and it offers a broad range of information to SMEs
located in Northern Ireland.
SG 2—Basic Networking: This is a group that is making use of Web 2.0 to
offer networking in addition to information, and attracts 16 percent of all
visitors. Platforms in this group are characterized by a low to moderate
sophistication in their use of Web 2.0. Businesszone.co.uk is part of this
group. Although it has blogs and some interactive features, its use of Web
2.0 technology is limited. It works in partnership with UKbusinessforums,
which is an advanced networking website. This partnership may explain the
relatively low investment in Web 2.0 technology in its own website.
SG 3—Advanced Networking: Websites in this group have a value proposi-
tion similar to the Basic Networking group but are much more sophisticated
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 181
Ta
b
le
4
.
B
us
in
es
s
M
o
d
el
fo
r
Le
a
d
in
g
SM
E
E-
Co
m
m
er
ce
P
la
tf
o
rm
s.
B
us
in
es
s
st
ra
te
g
y
R
a
nk
SM
E
E-
co
m
m
er
ce
p
la
tf
o
rm
U
ni
q
ue
vi
si
to
rs
(0
0
0
)
V
a
lu
e
p
ro
p
o
si
ti
o
n
sc
o
re
A
d
ve
rt
is
in
g
R
ev
en
ue
M
o
d
el
Su
b
sc
ri
p
ti
o
n
Sa
le
s
R
ev
en
ue
m
o
d
el
sc
o
re
P
ro
d
uc
t-
m
a
rk
et
sc
o
p
e
W
eb
2
.0
so
p
hi
st
ic
a
ti
o
n
sc
o
re
1
sm
ar
ta
.c
om
21
0
2
✓
*
✓
°
5
Br
oa
d-
ba
se
d
4
2
uk
bu
sin
es
sf
or
um
s.c
o.
uk
20
6
2
✓
1
Br
oa
d-
ba
se
d
5
3
bu
sin
es
sz
on
e.
co
.u
k
18
7
2
✓
1
Br
oa
d-
ba
se
d
3
4
4n
et
w
or
ki
ng
.b
iz
13
2
2
✓
1
Br
oa
d-
ba
se
d
4
5
sta
rt
up
s.c
o.
uk
10
0
2
✓
✓
°
5
Br
oa
d-
ba
se
d
4
6
fs
b.
or
g.
uk
86
1
✓
2
Br
oa
d-
ba
se
d
1
7
bt
tra
de
sp
ac
e.
co
m
84
3
✓
✓
✓
7
Br
oa
d-
ba
se
d
5
8
sta
rt
up
do
nu
t.c
o.
uk
71
2
✓
✓
°
5
Br
oa
d-
ba
se
d
3
9
fre
eb
us
in
es
sf
or
um
s.c
o.
uk
67
3
✓
✓
5
Br
oa
d-
ba
se
d
3
10
la
nd
lo
rd
zo
ne
.c
o.
uk
66
2
✓
✓
°
5
Fo
cu
se
d
4
11
ni
bu
sin
es
sin
fo
.c
o.
uk
47
1
✓
*
1
Br
oa
d-
ba
se
d
1
12
sm
al
lb
us
in
es
s.c
o.
uk
37
2
✓
1
Br
oa
d-
ba
se
d
3
13
yo
un
ge
nt
re
pr
en
eu
r.c
om
32
2
✓
1
Br
oa
d-
ba
se
d
3
14
bs
ta
rt
up
.c
om
27
2
✓
1
Br
oa
d-
ba
se
d
3
15
fre
sh
bu
sin
es
st
hi
nk
in
g.
co
m
24
1
✓
1
Br
oa
d-
ba
se
d
1
16
su
nz
u.
co
m
24
2
✓
✓
4
Br
oa
d-
ba
se
d
4
17
by
te
sta
rt
.c
o.
uk
22
1
✓
1
Br
oa
d-
ba
se
d
1
18
fp
b.
or
g
18
2
✓
2
Br
oa
d-
ba
se
d
2
19
on
sta
rt
up
s.c
om
18
2
✓
1
Fo
cu
se
d
5
(c
on
tin
ue
s)
182 HOLLAND AND GUTIÉRREZ-LEEFMANS
Ta
b
le
4
.
Co
nt
in
ue
d
B
us
in
es
s
st
ra
te
g
y
R
a
nk
SM
E
E-
co
m
m
er
ce
p
la
tf
o
rm
U
ni
q
ue
vi
si
to
rs
(0
0
0
)
V
a
lu
e
p
ro
p
o
si
ti
o
n
sc
o
re
A
d
ve
rt
is
in
g
R
ev
en
ue
M
o
d
el
Su
b
sc
ri
p
ti
o
n
Sa
le
s
R
ev
en
ue
m
o
d
el
sc
o
re
P
ro
d
uc
t-
m
a
rk
et
sc
o
p
e
W
eb
2
.0
so
p
hi
st
ic
a
ti
o
n
sc
o
re
I
en
tre
pr
en
eu
r.c
om
2,
22
8
2
✓
1
Br
oa
d-
ba
se
d
3
II
in
c.
co
m
1,
95
2
2
✓
✓
4
Br
oa
d-
ba
se
d
3
III
bu
sin
es
s.u
sa
.g
ov
1,
89
2
3
✓
*
✓
5
Br
oa
d-
ba
se
d
3
IV
op
en
fo
ru
m
.c
om
84
2
2
✓
*
✓
°
5
Br
oa
d-
ba
se
d
5
V
sb
a.
go
v
67
0
2
✓
*
1
Br
oa
d-
ba
se
d
4
VI
al
lb
us
in
es
s.c
om
25
2
2
✓
1
Br
oa
d-
ba
se
d
3
VI
I
sta
rt
up
na
tio
n.
co
m
19
9
2
✓
1
Br
oa
d-
ba
se
d
4
VI
II
nf
ib
.c
om
19
6
2
✓
1
Br
oa
d-
ba
se
d
3
IX
bp
la
ns
.c
om
17
6
2
✓
✓
°
5
Br
oa
d-
ba
se
d
5
X
sm
al
lb
iz
te
ch
no
lo
gy
.c
om
16
2
2
✓
1
Fo
cu
se
d
4
XI
pa
rt
ne
ru
p.
co
m
12
0
2
✓
*
1
Br
oa
d-
ba
se
d
4
XI
I
fre
ee
nt
er
pr
ise
.c
om
11
3
1
✓
*
1
Br
oa
d-
ba
se
d
2
XI
II
sc
or
e.
or
g
97
2
✓
*
1
Br
oa
d-
ba
se
d
3
So
ur
ce
s:
C
om
Sc
or
e
20
12
–2
01
4,
co
m
pa
ny
w
eb
sit
es
,a
nd
pe
rs
on
al
an
al
ys
is.
*S
po
ns
or
ed
by
go
ve
rn
m
en
t/
no
np
ro
fit
ag
en
cy
/g
ro
up
.
°S
el
la
pr
od
uc
t
bu
th
av
e
no
m
ar
ke
tp
la
ce
.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 183
Figure 5. Cluster Analysis of SME E-Commerce Platforms in the United
Kingdom
Figure 6. Identification of Strategic Groups of SME E-Commerce
Platforms in the United Kingdom
184 HOLLAND AND GUTIÉRREZ-LEEFMANS
in their use of Web 2.0. UKbusinessforums is a good example of this group
due to its sophisticated use of a variety of social media applications in its
website. This group has five members and attracts 30 percent of all visitors.
SG 4—Advanced Networking Mature: this group is formed by platforms that
have a high use of Web 2.0 technology, use a variety of revenue models, and
attract 33 percent of all visitors. Among this group are Smarta, Startups,
LandlordZone, and Sunzu. They generate sales from products, for example,
business software and fee-based services such as expert advice. Sunzu offers
a variety of products, is rich in services like web analytics, and works
through a subscription scheme. The case of LandlordZone is a particularly
interesting example because it is the only large website that pursues a
focused product-market scope and it is very successful at generating revenue
from paid advertising through its media pack, which combines online adver-
tising and e-mail campaigns. StartupDonut is also part of this group and
offers the “own version of the Donut” product, which is its major source of
revenue.
SG 5—Social Media Markets: This group has a medium to very high level of
Web 2.0 sophistication and the websites include electronic market function-
ality. An example is Freebusinessforums.co.uk, which has a small market-
place for its users. The smallest platform in this group is BTTradespace.co.uk,
which was very sophisticated in its use of Web 2.0 technology. However, the
website did not attract sufficient users and its sponsor, BT, closed it after the
research data were captured.
Figure 7. Cluster Analysis of SME E-Commerce Platforms in the United
States
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In the United States and using the same taxonomy, the Basic Networking
group (SG2) is the largest group in terms of the number of websites and attracts
44 percent of all visitors. Platforms like Entrepreneur.com already had an
established customer base and a successful business model that transferred
relatively easily to the Internet. The effectiveness of Entrepreneur.com’s busi-
ness model is threatened in the new environment, because there are more
technologically advanced websites competing, could pose a significant threat
to their future success. Together, the Advanced Networking (SG 3) and
Advanced Networking Mature (SG4) account for 33 percent of visitors. SG4
includes platforms such as AMEX Openforum.com and Bplans.com, which sell
products in addition to using an advertising revenue model.
Tables 5 and 6 summarize the different strategic groups for the UK and
the United States.
A value proposition is considered “low” if a platform only offers informa-
tion. The proposition is “medium” if it offers networking in addition to
information. A high value proposition is one that enables sales within the
platform besides offering content and networking functionalities. To simplify
the analysis, Tables 5 and 6 refer to a low level of Web 2.0 sophistication as
scores 1 and 2 from the Web 2.0 scale. A platform that scores 3 has a medium
level of Web 2.0 sophistication. Platforms with scores of 4 and 5 have a high
level of Web 2.0 sophistication.
Figure 8. Identification of Strategic Groups of SME E-Commerce
Platforms in the United States
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The strategic groups are broadly similar in the UK and the United
States, and have slight differences in sources of revenue. Overall, the U.
S. market is more mature than the UK market based on the robust
measure of SME e-commerce platform penetration. Also, despite the
UK platforms making slightly better use of Web 2.0, significantly more
SME users in the United States have adopted SME platforms. The
American tradition of entrepreneurship [112] could explain these results.
It also implies that U.S. SMEs are smarter in terms of their use of
technology than those in the UK.
It may be relevant here that in the United States, the government and
nonprofit agencies sponsor many more platforms than in the UK. This
investment into existing platforms may inhibit the formation of new plat-
forms and innovation from new entrants. That is, there is not the same
pressure to invest and evolve in a situation where the funding for the website
is perceived to be secure. The importance of trust may explain the small
number of electronic marketplaces found in both markets [75]. Some of the
electronic markets may also have exited through acquisitions by larger
marketplaces. The lack of sales functionality may also be attributed to a
Table 5. Strategic Groups of SME E-Commerce Platforms in the UK and
Business Model Characteristics
Strategic
group
Share of
visitors
E-commerce
SME platforms
Value
proposition
Web 2.0
sophistication
Revenue
model
maturity
SG1 12% 6, 11, 15, 17 Low Low Low/Medium
SG2 16% 3, 12, 18 Medium Medium Low/Medium
SG3 30% 2, 4, 13, 14, 19 Medium Medium/High Low
SG4 33% 1, 5, 8, 10, 16 Medium Medium/High High
SG5 9% 7, 9 High High High
Sources: ComScore key measures report (2012–2014), company websites, and strategic group analysis.
Table 6. Strategic Groups of SME E-Commerce Platforms in the United
States and Business Model Characteristics
Strategic
group
Share of
visitors
SME
platforms
Value
proposition
Web 2.0
sophistication
Revenue model
maturity
SG1 1% XII Low Low Low
SG2 44% I, V, VI, VII, VIII,
X, XI, XIII
Medium Medium/High Low
SG3 22% II Medium Medium High
SG4 11% IV, IX Medium High High
SG5 21% III High Medium High
Source: ComScore key measures report (2012–2014), company websites, and strategic group analysis.
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lack of sales and marketing know-how, knowledge of regulatory processes,
established distribution channels, lack of specific technology know-how, and
experienced management [29].
Discussion and Conclusions
SME e-commerce platforms represent a distinctive research area that has
been neglected in the academic literature, despite the area’s importance to
innovation and entrepreneurship and to the growth of the economy.
Business model theory was an effective approach to conceptualize these
platforms and made it possible to identify distinctive strategic groups of
competitors based on the theoretical constructs of Web 2.0 sophistication,
value proposition, and revenue model maturity. Five distinctive strategic
groups were identified using cluster analysis techniques. The strategic
groups provide an overview of the competitive landscape as well as the
basis for further research propositions. The range and variety of SME e-com-
merce platforms indicate that the market for social media use by SMEs is in
an earlier stage of development than the use of Web 2.0 technology in
consumer markets. The number and variety of platforms are likely to
decrease through a process of continuing rapid growth in the market, mer-
gers, and acquisitions [29]. Network effects may also start to play a more
prominent role: as an SME platform attracts more visitors, it is able to invest
in better information content and make more effective use of social media
through increased investment in Web 2.0 technology. This in turn will make
it more attractive to new users and also retain existing SME customers [35],
leading to a positive cycle of growth in which a small number of platforms
will become more successful at the expense of smaller platforms.
Theoretical Contributions
The lack of market-level research into social media platforms meant that
there was little empirical evidence of how useful business model and strate-
gic group theories are in conceptualizing and modeling the competitive
landscape. The main theoretical contributions were to conceptualize SME
e-commerce platforms as business models and then to apply the ideas at the
level of the market, and analyze the largest competitors using strategic group
theory. This required a combination of innovations, in particular the devel-
opment of measurement frameworks for Web 2.0, the use of online panel
data to measure the size distribution of all competitors and the use of cluster
analysis techniques to evaluate the business models. This is a first attempt to
apply business model theory to all the major competitors within a market of
social media platforms and then to use cluster analysis to identify strategic
groups of platforms. This constitutes a novel and pragmatic approach that
has generated a taxonomy of strategic groups, which has face validity to
practicing managers and makes sense of what would otherwise be very
difficult and complex online market data. The approach is in line with recent
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ideas on taxonomy development that combine theoretical and empirical
approaches [93]. The business model constructs helped to map the landscape
of the SME e-commerce platform market and to highlight the relevance of
Web 2.0 technology to the value proposition, revenue model, and perfor-
mance of each SME e-commerce platform. The revenue model construct
identified the importance of additional sources of revenue other than just
advertising, which is in line with the idea that new revenue models are
needed for survival as users become accustomed to free products and ser-
vices [126].
Empirical Contribution
The mapping out of the competitive landscape using a combination of
online panel data and content analysis provides indicative support for the
validity and usefulness of the theoretical contributions. The empirical
results are the first large-scale, market-level evaluations of SME e-com-
merce platform markets in the UK and United States. A total sample of
144 SME e-commerce platforms was taken, of which 32 platforms were
studied in detail.
New Research Propositions
The lack of prior research on the nature of competition and strategic analysis
of SME e-commerce platforms, particularly at the market level, together with
the results from this study, lead to some possible propositions to stimulate
future research. The propositions represent plausible future developments
based on our findings.
Proposition 1. As platforms evolve and mature, the use of Web 2.0
becomes more sophisticated and the social networking and sales
features of the SME e-commerce platforms become more important.
When this happens the economic network effects will play a more
prominent role in the evolution of the market landscape of SME
e-commerce platforms [36]. This will be evidenced by fast growth in
a small number of platforms to the detriment of those that fail to
attract visitors. That is, the SME e-commerce platform market in a
particular country will become more concentrated. A corollary of P1
is that an individual platform must have a critical mass of users, a
high level of Web 2.0 sophistication, and comprehensive information
content in order to take advantage of the expected network effects.
This suggests that there is likely to be a series of mergers and
acquisitions in an attempt to build critical mass as quickly as possi-
ble and also a high level of failure for those that fail to adapt.
Proposition 2. SME e-commerce platforms that are information lag-
gards will be poorly placed to take advantage of network effects
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because of the technical and competitive barriers to moving from an
information laggard to a networking strategic group [2, 50]. Those
information laggards with independent funding from trade bodies or
government organizations will persist, but gradually become less
important unless they become more proactive by either investing in
Web 2.0 or merging with more advanced partners. That is, information
laggard platforms can exploit their strong position in terms of their
information content and large user base with partners that already have
sophisticated Web 2.0 technology (e.g., advanced networking
platforms).
Proposition 3. The strong position of AMEX’s open forum platform,
in the advanced networking mature strategic group in the United
States, and the nascent interest from UK banks in SME e-commerce
platforms suggest that large companies, which have a strong com-
mercial interest in SME markets, may influence the development of
SME e-commerce platform markets. This will be evident from the
launch of SME e-commerce platforms that are sponsored by banks or
technology companies. These platforms are likely to launch in the
advanced networking strategic group because they will use
advanced Web 2.0 to quickly attract SMEs and offer a range of
commercial services. There may also be direct investment in existing
successful platforms.
Proposition 4. The results show that the technology adopted by the
platform is an important element that facilitates revenue model
maturity. Those platforms with mature revenue models are all exam-
ples of platforms with relatively high unique visitors—that is, they are
ranked among the top five in each market, with the exception of
BTTradespace, which eventually closed. This suggests that the most
successful companies that attract users with interesting and relevant
content continue to develop and monetize their online users by selling
additional products and services. A qualitative study is needed to test
this proposition and provide more insights into the mechanisms of
evolutionary changes in technology, revenue streams, and value
proposition.
Managerial Implications
For SMEs, the results demonstrate that there is a wide range of SME
e-commerce platforms and that these are better understood by viewing
them in their strategic groups and by taking into account their size as an
important measure of online success. For SME users, the size of an SME
e-commerce platform determines the value of the networking and sales
opportunities.
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For the SME e-commerce platform owners, the analysis reveals the identi-
fication of strategic grouping of competitors. This is important because it
gives them an overview of the competitive landscape and allows them to
distinguish between significant and small or negligible competitors, and then
to view the significant competitor in terms of its position within a specific
strategic group. This allows them to focus their strategy on competing more
effectively with competitors within the same strategic group, or to consider
the potential benefits of transitioning to a new strategic group. Platform
owners should also consider the importance of strategic group characteristics
such as high Web 2.0 sophistication, large numbers of users, and mature
revenue streams, and consider their potential to act as competitive barriers to
new entrants, either to the market as a whole or from other strategic groups.
The results also demonstrate the impact and value ofWeb 2.0 sophistication
on online success, and the importance of networking and sales functionality to
attract and retain customers and to generate more revenue streams. For a bank
with a large number of existing SME customers, there appears to be significant
potential to exploit its SME customer database and combine it with a platform
in order to encourage interaction between existing customers and also to
attract new SME customers through information, networking, and sales offers.
AMEX has demonstrated the success of this approach with its Openforum in
the United States, and the UK banks are not as advanced. Government agen-
cies can also increase awareness of these websites to SMEs and provide them
with a map of the landscape so that SMEs can better select the most useful
e-commerce platform(s) for their own particular requirements.
Limitations and Further Research
Further research opportunities might seek to explain the differences in online
performance for websites within the same strategic groups due to other
factors, in particular the nature and process of the value creation process
itself [58, 59], and also user acquisition and retention strategies. Another
important area is to understand the dynamics of growth and change, espe-
cially the transition from one strategic group to another one and the role of
competitive barriers to impede this transition [50]. There is also the impor-
tant question of why many SMEs are not making use of these very rich
sources of information, networking, and sales opportunities. These research
questions are likely to require more detailed case study research with the
managers of individual platforms.
Further qualitative research could also look into network effects generated in
the platform [36]. That is, if users are attracted by the technology provided then
this increases the number of users in the platform, and the value of the platform
therefore increases for the advertiser. This type of analysis could also look into
the offline history of the websites in order to understand their revenue models
better. Another important factor that is not explored in this study is the reg-
ulatory environment—for example, in government procurement—which may
influence how these platforms are used and possibly explain some of the
differences in online penetration between the UK and the U.S. markets.
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A limitation of the research was that it was not possible to determine the
strategic intent of the management teams of the platforms because this study
was based on panel data and the content of the platforms. It would be
necessary to use qualitative methods to uncover the detailed mechanisms
and nature of the value creation process for individual platforms. Sampling
was limited by the possibility of omitting a website. However, this was
addressed by implementing a data saturation point assumption [43], which
is an accepted and widely used statistical technique. The period of time
studied was potentially a limitation in a fast developing market, but taking
a long time period of three years mitigated this issue. Within the sample time
period, the results are consistent, with relatively little variability of unique
visitors, which lends confidence to the measurement of online size. Another
sampling limitation was that the researchers could not be certain that all
viewers of the SME platforms were SME users; for example, they could have
been government users, individuals, or researchers. However, this is unlikely
to be significant and, in any case, the error will apply equally to all websites
in the sample. In addition, all the websites are designed to encourage
entrepreneurship so individuals looking at content could be considered as
“potential” SME business owners. The assumption is therefore that most of
the visitors are entrepreneurs, SME owners, or individuals exploring new
business ideas.
Conclusions
SME social media platforms are strategically important to the U.S. and UK
economies because of their role in facilitating knowledge exchange, network-
ing, and sales between SME and their economic partners. There is significant
potential for increased usage of these platforms, particularly in the UK, and
government policy should encourage their continued development and
uptake, possibly in conjunction with banks and technology companies that
have vested interests in the success and growth of new businesses. The novel
use of online panel data combined with the detailed analysis and evaluation
of individual platforms using business model theory made it possible to
successfully apply strategic group theory in a new business context—that
is, a very large number of competing platforms in the United States and UK.
The results have salient theoretical and managerial implications, and the
propositions are intended to stimulate further discussion and debate about
the likely future direction of this topic. The propositions could also be used
to guide the decision making of managers involved in the strategic develop-
ment of SME social media platforms.
Acknowledgments
The authors would like to thank Gordon D. Mandry for his help and advice,
in particular his contribution to strategic group analysis, and to comScore for
192 HOLLAND AND GUTIÉRREZ-LEEFMANS
providing the international online panel data. Any errors or omissions are
the sole responsibility of the authors
SUPPLEMENTAL FILE
Supplemental data for this article can be accessed on the publisher’s website
at https://doi.org/10.1080/10864415.2017.1364114.
REFERENCES
1. Afuah, A., and Tucci, C.L. Internet Business Models and Strategies: Text
and Cases. New York, NY: McGraw-Hill Higher Education, 2001.
2. Agnihotri, A. Strategic groups: Evidence from Indian industries. KCA
Journal of Business Management, 5, 1 (2014), 34–43.
3. Amrous, N.; Daoudi, N.; Khadija, E.; and Badia, E. D-learning model for
for knowledge management in Enterprise 2.0. International Journal of
Advanced Corporate Learning (iJAC), 7, 1 (2014), 5–10.
4. Andersson, U., and Petersen, T. Organizational design mechanisms for
the R&D function in a world of offshoring. Scandinavian Journal of
Management, 26, 4 (2010), 431–438.
5. Baden-Fuller, C., and Morgan, M.S. Business models as models. Long
Range Planning, 43, 2 (2010), 156–171.
6. Baek, H.; Ahn, J.; and Choi, Y. Helpfulness of online consumer reviews:
Readers’ objectives and review cues. International Journal of Electronic
Commerce, 17, 2 (2012), 99–126.
7. Bailey, K.D. Typologies and Taxonomies: An Introduction to Classification
Techniques. Vol. 102. London and New Delhi: Sage, 1994.
8. Bakos, J.Y. A strategic analysis of electronic marketplaces. MIS
Quarterly, 15, 3 (1991), 295–310.
9. Bakos, Y. The emerging role of electronic marketplaces on the Internet.
Communications of the ACM, 41, 8 (1998), 35–42.
10. Barnes, D.; Clear, F.; Dyerson, R.; Harindranath, G.; Harris, L.; and Rae,
A. Web 2.0 and micro-businesses: an exploratory investigation. Journal of
Small Business and Enterprise Development, 19, 4 (2012), 687–711.
11. Blackwell, P.; Shehab, E.M.; and Kay, J.M. An effective decision-support
framework for implementing enterprise information systems within SMEs.
International Journal of Production Research, 44, 17 (2006), 3533–3552.
12. Bogner, W.C., and Thomas, H. The role of competitive groups in strat-
egy formulation: A dynamic integration of two competing models. Journal of
Management Studies, 30, 1 (1993), 51–67.
13. Braojos-Gomez, J.; Benitez-Amado, J.; and Llorens-Montes, F.J. How do
small firms learn to develop a social media competence? International Journal
of Information Management, 35, 4 (2015), 443–458.
14. Brown, D.H., and Lockett, N. Potential of critical e-applications for
engaging SMEs in e-business: A provider perspective. European Journal of
Information Systems, 13, 1 (2004), 21–34.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 193
15. Casadesus-Masanell, R., and Ricart, J.E. From strategy to business
models and onto tactics. Long Range Planning, 43, 2 (2010), 195–215.
16. Chaffey, D.; Ellis-Chadwick, F.; Mayer, R.; and Johnston, K. Internet
Marketing Strategy, Implementation and Practice. Harlow: Pearson Education, 2009.
17. Chen, T.F. Building a platform of Business Model 2.0 to creating real
business value with Web 2.0 168 for Web Information Services Industry.
International Journal of Electronic Business Management, 7, 3 (2009), 168–180.
18. Chen, X.; Huang, Q.; and Davison, R.M. Economic and social satisfac-
tion of buyers on consumer-to-consumer platforms: The role of relational
capital. International Journal of Electronic Commerce, 21, 2 (2017), 219–248.
19. Choi, S.; Lehto, X.Y.; and Morrison, A.M., Destination image represen-
tation on the web: Content analysis of Macau travel related websites. Tourism
Management, 28, 1 (2007), 118–129.
20. Chu, S.-C.; Leung, L.C.; Hui, Y.V.; and Cheung, W. Evolution of
e-commerce Web sites: A conceptual framework and a longitudinal study.
Information and Management, 44, 2 (2007), 154–164.
21. Clauss, T. Measuring business model innovation: conceptualization,
scale development, and proof of performance. R&D Management, 47, 3 (2017),
385–403.
22. ComScore. Investor FAQs. ComScore, Editor. 2013. http://ir.comscore.
com/investor-faqs
23. Cook, N. Enterprise 2.0: How Social Software Will Change the Future of
Work. Aldershot, England: Gower, 2008.
24. Cool, K., and Schendel, D. Performance differences among strategic
group members. Strategic Management Journal, 9, 3 (1988), 207–223.
25. Covin, J.G.; Prescott, J.E.; and Slevin, D.P. The effects of technological
sophistication on strategic profiles, structure and firm performance. Journal of
Management Studies, 27, 5 (1990), 485–510.
26. Coyle, J.R., and Thorson, E. The effects of progressive levels of interactivity
and vividness in web marketing sites. Journal of Advertising, 30, 3 (2001), 65–77.
27. Cruz-Cunha, M.M. E-Business Issues, Challenges and Opportunities for SMEs:
Driving Competitiveness: Driving Competitiveness. Hershey, PA: IGI Global, 2010.
28. Davies, J., and Weeks, R. QuizRDF: Search technology for the semantic
Web. In Proceedings of the 37th Annual Hawaii International Conference on
System Sciences. Big Island, HI: IEEE; 5-8 Jan. 2004.
29. Day, G.S.; Fein, A.J.; and Ruppersberger, G. Shakeouts in digital markets:
Lessons from B2B exchanges. California Management Review, 45, 2 (2003), 131–150.
30. DeJarnett, L.; Laskey, R.; and Trainor, H.E. From the CIO point of view:
The “IT Doesn’t Matter” Debate. Communications of the Association for
Information Systems, 13, Article 26 (2004).
31. Demetriou, G., and Kawalek, P. Benefit-driven participation in open
organizational social media platforms: The case of the SAP Community
Network. Issues in Information Systems, 10, 1 (2010), 601–611.
32. Demil, B.; Lecocq, X.; Ricart, J.E.; and Zott, C. Introduction to the SEJ
special issue on business models: Business models within the domain of
strategic entrepreneurship. Strategic Entrepreneurship Journal, 9, 1 (2015), 1–11.
194 HOLLAND AND GUTIÉRREZ-LEEFMANS
33. Dubosson-Torbay, M.; Osterwalder, A.; and Pigneur, Y. E-business
model design, classification, and measurements. Thunderbird International
Business Review, 44, 1 (2002), 5–23.
34. Durkin, M.; McGowan, P. and McKeown, N. Exploring social media
adoption in small to medium-sized enterprises in Ireland. Journal of Small
Business and Enterprise Development, 20, 4 (2013), 716–734.
35. Eisenmann, T.R. Internet companies’ growth strategies: Determinants of
investment intensity and long-term performance. Strategic Management
Journal, 27, 12 (2006), 1183–1204.
36. Evans, D.S.; Hagiu, A.; and Schmalensee, R. Invisible Engines: How
Software Platforms Drive Innovation and Transform Industries. Cambridge, MA:
MIT Press, 2006.
37. Fiegenbaum, A., and Thomas, H. Strategic groups as reference groups:
Theory, modeling and empirical examination of industry and competitive
strategy. Strategic Management Journal, 16, 6 (1995), 461–476.
38. Fischer, E., and Reuber, A.R. Social interaction via new social media:
(How) can interactions on Twitter affect effectual thinking and behavior?
Journal of Business Venturing, 26, 1 (2011), 1–18.
39. Franco, M.; Haase, H.; and Pereira, Empirical study about the role of
social networks in SME performance. Journal of Systems and Information
Technology, 18, 4 (2016), 383–403.
40. Gengatharen, D.; Standing, C.; and Burn, J. Government‐supported
community portal regional e‐marketplaces for SMEs: Evidence to support a
staged approach. Electronic Markets, 15, 4 (2005), 405–417.
41. Gengatharen, D.E., and Standing, C. A framework to assess the factors
affecting success or failure of the implementation of government-supported
regional e-marketplaces for SMEs. European Journal of Information Systems, 14,
4 (2005), 417–433.
42. Giesen, E.; Berman, S.J.; Bell, R.; and Blitz, A. Three ways to successfully
innovate your business model. Strategy and Leadership, 35, 6 (2007), 27–33.
43. Glaser, B.G., and Strauss, A.L. The Discovery of Grounded Theory:
Strategies for Qualitative Research. London and New York: Routledge, 2017.
44. Go, E., and You, K.H. But not all social media are the same: Analyzing
organizations’ social media usage patterns. Telematics and Informatics, 33, 1
(2016), 176–186.
45. Gordijn, J.; Akkermans, H.; and Van Vliet, J. Designing and evaluating
e-business models. IEEE intelligent Systems, 16, 4 (2001), 11–17.
46. Ha, L., and James, E.L. Interactivity reexamined: A baseline analysis of
early business web sites. Journal of Broadcasting and Electronic Media, 42, 4
(1998), 457–474.
47. Hagiu, A., and Wright, J. Multi-sided platforms. International Journal of
Industrial Organization, 43, (2015), 162–174.
48. Hamel, G. Leading the Revolution. Boston: Harvard Business School
Press, 2000.
49. Hamel, G., and Prahalad, C.K. Strategic intent. Harvard Business Review,
67, 3 (1989), 63–76.
50. Harrigan, K.R. Strategy formulation in declining industries. Academy of
Management Review, 5, 4 (1980), 599–604.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 195
51. Harzing, A.-W. An empirical analysis and extension of the Bartlett and
Ghoshal typology of multinational companies. Journal of International Business
Studies, 31, 1 (2000), 101–120.
52. Hedman, J., and Kalling, T. The business model concept: Theoretical
underpinnings and empicical illustrations. European Journal of Information
Systems, 12, 1 (2003), 49–59.
53. Holland, C.; Lockett, G.; and Blackman, I. Planning for electronic data
interchange. Strategic Management Journal, 13, 7 (1992), 539–550.
54. Holland, C.P., and Mandry, G.D. Online search and buying behaviour
in consumer markets. In 46th Hawaii International Conference on System
Sciences. Wailea, HI: IEEE, 2013.
55. Hung, C.-L.; Chou, J.C.-L.; and Dong, T.-P. Innovations and commu-
nication through innovative users: An exploratory mechanism of social
networking website. International Journal of Information Management, 31, 4
(2011), 317–326.
56. Hunt, M.S. Competition in the Major Home Appliance Industry: 1960–1970.
Cambridge, MA: Harvard University Press, 1972.
57. Inkpen, A.C., and Tsang, E.W. Social capital, networks, and knowledge
transfer. Academy of Management Review, 30, 1 (2005), 146–165.
58. Jacobides, M.G., and Billinger, S. Designing the boundaries of the firm:
From “Make, buy, or ally” to the dynamic benefits of vertical architecture.
Organization Science, 17, 2 (2006), 249–261, 308–309.
59. Jacobides, M.G.; Knudsen, T.; and Augier, M. Benefiting from innova-
tion: Value creation, value appropriation and the role of industry architec-
tures. Research Policy, 35, 8 (2006), 1200–1221.
60. Johnson, E.J.; Moe, W.W.; Fader, P.S.; Bellman, S.; and Lohse, G.L. On
the depth and dynamics of online search behavior. Management Science, 50, 3
(2004), 299–308.
61. Johnson, M.W.; Christensen, C.M.; and Kagermann, H. Reinventing
your business model. Harvard Business Review, 86, 12 (2008), 57–68.
62. Jones, N.; Borgman, R.; and Ulusoy, E. Impact of social media on small
businesses. Journal of Small Business and Enterprise Development, 22, 4 (2015),
611–632.
63. Kabanoff, B., and Brown, S. Knowledge structures of prospectors, ana-
lyzers, and defenders: Content, structure, stability, and performance.
Strategic Management Journal, 29, 2 (2008), 149–171.
64. Kane, G.C.; Palmer, D.; Phillips, A.N.; Kiron, D.; and Buckley, N.
Strategy, not technology, drives digital transformation. MIT Sloan
Management Review and Deloitte University Press (July 2015), 1–27. http://
sloanreview.mit.edu/digital2015
65. Kaplan, A.M., and Haenlein, M. Users of the world, unite! The chal-
lenges and opportunities of social media. Business Horizons, 53, 1 (2010), 59–
68.
66. Kietzmann, J.H.; Hermkens, K.; McCarthy, I.P.; and Silvestre, B.S. Social
media? Get serious! Understanding the functional building blocks of social
media. Business Horizons, 54, 3 (2011), 241–251.
196 HOLLAND AND GUTIÉRREZ-LEEFMANS
67. Kim, H.D.; Lee, I.; and Lee, C.K. Building Web 2.0 enterprises: A study
of small and medium enterprises in the United States. International Small
Business Journal, 31, 2 (2011), 156–174.
68. Lancastre, A., and Lages, L.F. The relationship between buyer and a
B2B e-marketplace: Cooperation determinants in an electronic market con-
text. Industrial Marketing Management, 35, 6 (2006), 774–789.
69. Laudon, K., and Traver, C.G. E-Commerce Business, Technology, Society.
9th Edition. Boston, USA: Pearson, 2013.
70. Leask, G. Marketing strategy: Making sense of industry dynamics: Is
there still value in strategic group research? Journal of Medical Marketing:
Device, Diagnostic and Pharmaceutical Marketing, 7, 3 (2007), 189–202.
71. Leeflang, P.S.; Verhoef, P.C.; Dahlström, P.; and Freundt, T. Challenges
and solutions for marketing in a digital era. European Management Journal, 32,
1 (2014), 1–12.
72. Lilleker, D.G., and Jackson, N.A. Towards a more participatory style of
election campaigning: The impact of Web 2.0 on the UK 2010 general elec-
tion. Policy and Internet, 2, 3 (2010), 69–98.
73. Limaj, E.; Bernroider, E.W.; and Choudrie, J. The impact of social
information system governance, utilization, and capabilities on absorptive
capacity and innovation: A case of Austrian SMEs. Information and
Management, 53, 3 (2016), 380–397.
74. Lockett, N.J., and Brown, D.H. eClusters: the potential for the emer-
gence of digital enterprise communities enabled by one or more intermedi-
aries in SMEs. Knowledge and Process Management, 7, 3 (2000), 196.
75. Lockett, N.J., and Brown, D.H. Aggregation and the role of trusted third
parties in SME e-business engagement: A regional policy issue. International
Small Business Journal, 24, 4 (2006), 379–404.
76. Lorenzini, E. Innovation and e-commerce in clusters of small firms: The
case of a regional e-marketplace. Local Economy, 29, 8 (2014), 771–794.
77. Luarn, P.; Yang, J.-C.; and Chiu, Y.-P. Why people check in to social
network sites. International Journal of Electronic Commerce, 19, 4 (2015), 21–46.
78. Mamonov, S.; Koufaris, M.; and Benbunan-Fich, R. The role of the sense
of community in the sustainability of social network sites. International
Journal of Electronic Commerce, 20, 4 (2016), 470–498.
79. Markus, M.L., and Christiaanse, E. Adoption and impact of collabora-
tion electronic marketplaces. Information Systems and e-Business Management,
1, 2 (2003), 139–155.
80. Marmaridis, I., and Unhelkar, B. Challenges in mobile transformations: A
requirements modeling perspective for small and medium enterprises. In
International Conference of Mobile Business (ICMB) Sydney, 2005, pp. 16–22.
81. Mason, C.; Castleman, T.; and Parker, C.M. Socio-technical factors
influencing channel use for knowledge-sharing in regional SME networks.
International Journal of Knowledge Management Studies, 2, 3 (2008), 303–319.
82. Mason, K., and Spring, M. The sites and practices of business models.
Industrial Marketing Management, 40, 6 (2011), 1032–1041.
83. Matook, S. Measuring the performance of electronic marketplaces: An
external goal approach study. Decision Support Systems, 54, 2 (2013), 1065–1075.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 197
84. McAfee, A. Enterprise 2.0: New Collaborative Tools for Your Organization’s
Toughest Challenges. Boston, MA: Harvard Business Press, 2009.
85. Meske, C., and Stieglitz, S. Adoption and use of social media in small
and medium-sized enterprises. In F. Harmsen and H. Proper (eds.), Practice-
Driven Research on Enterprise Transformation. Berlin Heidelberg: Springer,
2013, pp. 61–75.
86. Michaelides, R.; Tickle, M.; and Morton, S. Online communities of
practice for innovation and knowledge transfer: A case study in the UK. In
International Conference on Management of Innovation and Technology (ICMIT).
IEEE. Singapore: IEEE, 2010, pp. 922–927.
87. Michaelidou, N.; Siamagka, N.T.; and Christodoulides, G. Usage, bar-
riers and measurement of social media marketing: An exploratory investi-
gation of small and medium B2B brands. Industrial Marketing Management,
40, 7 (2011), 1153–1159.
88. Mintzberg, H. Patterns in strategy formation. Management Science, 24, 9
(1978), 934–948.
89. Moingeon, B., and Lehmann-Ortega, L. Creation and implementation of
a new business model: A disarming case study. Management, 13, 4 (2010),
266–297.
90. Mooi, E., and Sarstedt, M. Cluster analysis. In A Concise Guide to Market
Research: The Process, Data, and Methods Using IBM SPSS Statistics. Berlin
Heidelberg: Springer, 2011, pp. 237–284.
91. Mooi, E., and Sarstedt, M. A Concise Guide to Market Research. Berlin
Heidelberg: Springer, 2011.
92. Nelson, J.L., and Webster, J.G. Audience currencies in the age of big
data. International Journal on Media Management, 18, 1 (2016), 9–24.
93. Nickerson, R.C.; Varshney, U.; and Muntermann, J. A method for
taxonomy development and its application in information systems. European
Journal of Information Systems, 22, 3 (2013), 336–359.
94. Nolan, T.; Brizland, R.; and Macaulay, L. Individual trust and devel-
opment of online business communities. Information Technology and People,
20, 1 (2007), 53–71.
95. Olbrich, R., and Holsing, C. Modeling consumer purchasing behavior in
social shopping communities with clickstream data. International Journal of
Electronic Commerce, 16, 2 (2011), 15–40.
96. Ordanini, A.; Micelli, S.; and Di Maria, E. Failure and success of B-to-B
exchange business models: A contingent analysis of their performance.
European Management Journal, 22, 3 (2004), 281–289.
97. Osterwalder, A., and Pigneur, Y. An eBusiness model ontology for
modeling eBusiness. Bled 2002 Proceedings, 2, (2002), 75–91.
98. Osterwalder, A., and Pigneur, Y. Business Model Generation: A Handbook
for Visionaries, Game Changers, and Challengers. Hoboken, NJ: John Wiley &
Sons, 2010.
99. Osterwalder, A.; Pigneur, Y.; Bernarda, G.; and Smith, A. Value
Proposition Design: How to Create Products and Services Customers Want.
Hoboken, NJ: John Wiley & Sons, 2015.
100. Pateli,A.G., andGiaglis,G.M.A research framework for analysing eBusiness
models. European Journal of Information Systems, 13, 4 (2004), 302–314.
198 HOLLAND AND GUTIÉRREZ-LEEFMANS
101. Perrigot, R.; Kacker, M.; Basset, G.; and Cliquet, G. Antecedents of early
adoption and use of social media networks for stakeholder communications:
Evidence from franchising. Journal of Small Business Management, 50, 4 (2012),
539–565.
102. Porter, M.E. The structure within industries and companies’ perfor-
mance. Review of Economics and Statistics, 61, 2 (1979), 214–227.
103. Porter, M.E., Competitive Strategy: Techniques for Analyzing Industries and
Competitors. New York, NY: The Free Press, 1980.
104. Porter, M.E., What is Strategy?Harvard Business Review, 74, 6 (1996), 61–78.
105. Qizhi, D., and Kauffman, R.J. Business models for Internet-based B2B elec-
tronic markets. International Journal of Electronic Commerce, 6, 4 (2002), 41–72.
106. Qu, Z.; Wang, Y.; Wang, S.; and Zhang, Y. Implications of online social
activities for e-tailers’ business performance. European Journal of Marketing,
47, 8 (2013), 1190–1212.
107. Quaadgras, A.; Weill, P.; and Ross, J.W. Management commitments that
maximize business impact from IT. Journal of Information Technology, 29, 2
(2014), 114–127.
108. Ramaswamy, V. Competing through co-creation: Innovation at two
companies. Strategy and Leadership, 38, 2 (2010), 22–29.
109. Rathi, D., and Given, L.M. Designing Digital Marketplaces for Competitive
Advantage. In M.M. Cruz-Cunha and J. Varajao (eds.), E-Business Issues,
Challenges and Opportunities for SMEs: Driving Competitiveness. New York:
Business Science Reference, 2010, pp. 1–19.
110. Rehm, S.-V., and Goel, L. Using information systems to achieve com-
plementarity in SME innovation networks. Information and Management, 54, 4
(2017), 438–451.
111. Reyneke, M.; Pitt, L.; and Berthon, P.R. Luxury wine brand visibility in
social media: An exploratory study. International Journal of Wine Business
Research, 23, 1 (2011), 21–35.
112. Reynolds, P.D.; Gartner, W.B.; Greene, P.G.; Cox, L.W.; and Carter, N.
M. The entrepreneur next door: Characteristics of individuals starting companies in
America: An Executive Summary of the Panel Study of Entrepreneurial Dynamics.
2002. https://ssrn.com/abstract=1262320 or http://dx.doi.org/10.2139/
ssrn.1262320.
113. Rhodes, C. Business Statistics. Briefing Paper, no. 06152. House of
Commons Library, 2016.
114. Rust, R.T., and Lemon, K.N., E-Service and the consumer. International
Journal of Electronic Commerce, 5, 3 (2001), 85–101.
115. SBA. Frequently Asked Questions about Small Business. In The Small
Business Advocate, 2014, pp. 1–4.
116. Shafer, S.M.; Smith, H.J.; and Linder, J.C. The power of business models.
Business Horizons, 48, 3 (2005), 199–207.
117. Shapiro, C., and Varian, H.R. The art of standards wars. California
Management Review, 41, 2 (1999), 8–32.
118. Slater, S.F., and Olson, E.M. Marketing’s contribution to the imple-
mentation of business strategy: An empirical analysis. Strategic Management
Journal, 22, 11 (2001), 1055–1067.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 199
119. Smith, A.N.; Fischer, E.; and Yongjian, C. How does brand-related user-
generated content differ across YouTube, Facebook, and Twitter? Journal of
Interactive Marketing, 26, 2 (2012), 102–113.
120. Spieth, P., and Schneider, S. Business model innovativeness: designing a
formative measure for business model innovation. Journal of Business
Economics, 86, 6 (2016), 671–696.
121. Stanton, W.J.; Etzel, M.J.; and Walker, B. Fundamentals of Marketing.
International ed. New York, NY: McGraw–Hill, 1991.
122. Stockdale, R., and Standing, C. Benefits and barriers of electronic mar-
ketplace participation: An SME perspective. Journal of Enterprise Information
Management, 17, 4 (2004), 301–311.
123. Tan, J., and Ludwig,S. Regional adoption of business-to-business elec-
tronic commerce in China: Role of e-readiness. International Journal of
Electronic Commerce, 20, 3 (2016), 408–439.
124. Tao, Y.-H.; Chen, C.-P.; and Chang, C.-R. Unmet adoption expectation
as the key to e-marketplace failure: A case of Taiwan’s steel industry.
Industrial Marketing Management, 36, 8 (2007), 1057–1067.
125. Tapscott, D.; Lowy, A.; and Ticoll, D. Digital Capital: Harnessing the
Power of Business Webs. Boston, MA: Harvard Business Press, 2000.
126. Teece, D.J. Business models, business strategy and innovation. Long
Range Planning, 43, 2 (2010), 172–194.
127. The World Bank. World Development Indicators: The Information Society.
2015. http://wdi.worldbank.org/table/5.12.
128. Thomas, J.S. A methodology for linking customer acquisition to custo-
mer retention. Journal of Marketing Research, 38, 2 (2001), 262–268.
129. Thorndike, R.L. Who belongs in the family? Psychometrika, 18, 4 (1953),
267–276.
130. Timmers, P. Business models for electronic markets. Electronic Markets,
8, 2 (1998), 3–8.
131. Turban, E.; Bolloju, N.; and Liang, T.-P. Enterprise social networking:
Opportunities, adoption, and risk mitigation. Journal of Organizational
Computing and Electronic Commerce, 21, 3 (2011), 202–220.
132. Turban, E.; McLean, E.R.; and Wetherbe, J.C. Information Technology for
Management: Transforming Business in the Digital Economy. New York: Wiley,
2002.
133. Velu, C. Business model innovation and third-party alliance on the
survival of new firms. Technovation, 35 (2015), 1–11.
134. Vickery, G., and Wunsch-Vincent, S. Participative Web and User-Created
Content: Web 2.0 Wikis and Social Networking. Paris, France: Organization for
Economic Cooperation and Development (OECD), 2007.
135.Wang, S., and Archer, N.P. Electronic marketplace definition and clas-
sification: Literature review and clarifications. Enterprise Information Systems,
1, 1 (2007), 89–112.
136.Wang, S.; Mao, J.-Y.; and Archer, N. On the performance of B2B
e-markets: An analysis of organizational capabilities and market opportu-
nities. Electronic Commerce Research and Applications, 11, 1 (2012), 59–74.
200 HOLLAND AND GUTIÉRREZ-LEEFMANS
137.Wickramansinghe, N., and Sharma, S.K. Key factors that hinder SMEs
in succeeding in today’s knowledge-based economy. International Journal of
Management and Enterprise Development, 2, 2 (2005), 141–158.
138.Wirtz, B.W.; Schilke, O.; and Ullrich, S. Strategic development of busi-
ness models: implications of the Web 2.0 for creating value on the Internet.
Long Range Planning, 43, 2 (2010), 272–290.
139. Zain, A.L. The UK Goes Mobile. comScore, 2015. https://www.comscore.
com/Insights/Data-Mine/The-UK-Goes-Mobile (accessed January 29, 2018).
140. Zhao, M., and Dholakia, R.R. A multi‐attribute model of web site
interactivity and customer satisfaction: An application of the Kano model.
Managing Service Quality: An International Journal, 19, 3 (2009), 286–307.
141. Zheng, W. The business models of e-marketplace. Communications of the
IIMA, 6, 4, (2015), 1–18.
142. Zott, C.; Amit, R.; and Massa, L. The business model: recent develop-
ments and future research. Journal of Management, 37, 4 (2011), 1019–1042.
143. Zwass, V. Electronic commerce: Structures and issues. International
Journal of Electronic Commerce, 1, 1 (1996), 3–23.
CHRISTOPHER P. HOLLAND is a professor of information management at the
University of Loughborough, United Kingdom. His research focuses on digital mar-
keting, Internet marketing strategy, online consumer search and buying behavior, and
large-scale information systems. He has researched and consulted in these areas with
companies in a range of industries, including banking, airline, insurance, technology,
telecommunications, medical, and grocery. He has published in a variety of journals
including Organization Science, Sloan Management Review, Supply Chain Management:
An International Journal, and the Journal of Medical Internet Research.
MANUELA GUTIÉRREZ-LEEFMANS (maria.gutierrez@udlap.mx; corresponding
author) is an associate professor at Universidad de las Américas Puebla, México.
She obtained her Ph.D. from the University of Manchester and was funded by
CONACYT. She worked for ten years in multinational companies in the food, ship-
building, and pharmaceutical industries. She has held management roles in interna-
tional business, supply chain, and finance, and was involved in project management
for information-system implementation in Latin America. Her main research interests
are search behavior, Internet strategy, business models, and innovation.
INTERNATIONAL JOURNAL OF ELECTRONIC COMMERCE 201
